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Section 0: Preamble 
 
This document contains the Business Plan of Socialpackers.com, a website of a 
social business that will be launched in 2013 by two FIB students, Xavier Cases 
Camats and Albert Vellvé i Olivares.  
 
The following pages -in conjunction with the project lead by Xavier Cases Camats, 
which will contain the technical development of the website-, hold the final thesis of 
both students, worth 22.5 credits each, that matches to the Technical Engineering in 
Computer Management requirements’ policy. Therefore, the reader is requested to 
read in parallel the final project of Xavier Cases Camats in order to have a holistic 
overview of the business. 
 
As it will be stated in detail on the financial part of the project, we are meant to put 
our effort so we can make this project sustainable in the long term. Due to this, we 
have studied all the possible revenue streams that will have an impact on the 
business. But for now, let us do a quick calculation of the investment that both, 
Xavier and I have done so far on Socialpackers.com: 
Hours spent by Xavier 576 
hours spent by Albert 550 
Total Hours 1126 
Cost of hour  €                 15  
Total cost Hours  €         16,890  
Domains  €                 20  
Server (1 year)  €                 35  
Total Investment  €         16,945  
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Section 1: Executive Summary 
 
Passion for travelling and discovering what is outside our comfort zone is inherent in 
today’s civilization. The more distant is the destination, higher the curiosity to go 
beyond just travelling and immerse oneself into the reality of those living in that 
society. Socialpackers.com is a social enterprise with the goal to put in touch 
travellers with other travellers and locals so they can both have a more meaningful 
experience: Travellers will be able to know other people like them and collaborate on 
social projects, develop business ideas or simply teach their native language abroad, 
what will bring them closer to understand the reality of the country they are visiting 
and locals will provide shelter or food to those that help them.  
 
The website  
Socialpackers.com will be the meeting point for travellers seeking for a place where 
to find others living similar adventures, local activities to do and local people to help 
through social projects. The website will feature a personal profile with the trip 
roadmap that the user plans to do, and this will be the starting point for our 
algorithms to match travellers with resources, other users, projects and more 
content. 
Socialpackers.com is being built using the latest technology to ensure a user-
friendly, safe, and complete experience for our users that will include a news feed 
where users will be able to see what is happening around them (activities and posts 
from other people nearby, etc.). 
On the other side, Non-Profit Organizations (NPOs) and entrepreneurs will be able to 
register in order to post social projects on the website, including a brief description of 
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the tasks to fulfil, the length of the tasks, the rewards and the skills that the candidate 
might need to perform that task (if any), so users can apply for that position. 
The site will be marketed using latest strategies in social and digital media, backed 
by advanced SEO and SEM techniques, PPC advertising and more. 
Socialpackers.com will be partnering with numerous universities, charities and 
other organisations in order to reach an even wider audience. We intend to be a 
useful tool to further assist those in the tourism industry as a way to promote their 
services to the site’s users. 
 
The network will act as a connecting channel where people will be able to freely 
access information, services and experiences from others so they can have the best 
experience abroad. Socialpackers.com aims to be the place where all users have 
access to a broad spectrum of information, tips and as much useful experiences as 
possible, at the click of a button. 
 
The social network will take care of creating/recommending connections (by using 
parameter relationship algorithms) based on various pieces of information provided 
by the user. So when a user joins the network and states his/her areas of interest (for 
example), Socialpackers.com will instantly recommend projects or groups within 
the network, other users in similar circumstances or NGOs in the network.  Users will 
then be able to browse all public information, stories, people and services so that 
they can start connecting with them and understanding how they can create their 
own trip roadmap.  
The services offered by Socialpackers.com are unique in the sense that the 
network becomes a one-stop-shop for people who want to have a real social 
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experience while travelling by knowing the reality of the countries they visit through 
helping locals on their activities. 
Whereas we can find some forums and online websites that somehow offer parts of 
this service across the internet, Socialpackers.com aims to provide a free-of-
intermediates platform where people with social projects and people with aim to help 
in projects can meet and interact.  
 
Team 
Socialpackers.com has accrued a team with huge ambition and motivation for this 
project with aggregated experience on web development, new product development, 
marketing, digital media, sales, finances and networking.  
 
Revenue and use of income 
Income will be derived from premium features on the website, crowdfunding 
campaigns, membership programs, and sponsored content on the website. We 
expect that due to the social nature of the platform, crowdfunding and donations will 
also provide the organisation with a steady flow of contributions. Income will be used 
to maintain and expand the services, establish aid funds and grants for members 
and eventually increase international reach.  
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Section 2: Company Description 
 
2.1 Overview 
Socialpackers.com is a social enterprise carrying out purely charitable work, with a 
mission to help people travelling around the world to find social projects to 
collaborate with, in order to gather a deep understanding of the local communities at 
the same time that are helping local entrepreneurs to move further their projects. 
Socialpackers.com is willing to be the unique marketplace for travelers seeking for 
these projects and people from underdeveloped countries that are looking for help 
when developing their business idea, in exchange of basic survival help such as 
shelter, food or local help. Socialpackers.com is based on an online platform 
advocating for travelers to (1) find projects where they can collaborate and (2) use 
the platform as a unique way to share their trip with others. This is made through a 
community that features an online social network where these travelers with a desire 
to deepen their involvement in underdeveloped countries growth are connected to 
local entrepreneurs and/or organizations to make this possible. The unique selling 
proposition revolves on a right balance of projects featured on our website and users 
applying to them, so everyone that joins the platform has the opportunity to 
contribute on this unique experience. 
  
2.2 Legal form 
Socialpackers.com is a Community Interest Company (CIC), an incorporated form 
specifically designed for social enterprises. The registration number of the company 
is XXXXXXX. (Pending of Companies House' approval) 
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2.3 Management team 
2.3.1 Founding team 
Albert Vellvé i Olivares – Founder 
Albert has experience in Business Development, Marketing, Finance, Budget 
Management and Strategy. 
 
Albert studied in Barcelona and after he graduated high school, he enrolled in the 
Polytechnic University of Catalonia, where he studied Computer Engineering. After 
discovering that his passion would go further than computers, he decided to enrol in 
the Pompeu Fabra University, where he graduated with honours, and earned a 
degree in Business and Administration. After a 2-year professional period in London, 
where he had the opportunity to professionally grow in a start-up and where he 
created his first company (MyAliveDay.org C.I.C.), he decided to move back to 
Barcelona, where he did an MSc in Innovation and Entrepreneurship at ESADE 
Business School. Currently he is working as a Business Developer in Mitsubishi 
Electric Europe.  
 
Albert is an innovative professional with experience in FMCG and niche markets' 
product management, with a "can do" attitude and high standards of new product 
development, team leading and entrepreneurship.  
 
 
Xavier Cases Camats – Founder 
Xavier has experience in software developing with a huge understanding of several 
languages, databases design and application testing. 
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Xavier studied in Barcelona, in the Polytechnic University of Catalonia, where he 
studied Computer Engineering. He worked in T-Systems Iberia as a system 
administrator where he found out that his professional passion was software 
development. Since then, Xavier has gathered a broad experience as a developer in 
several companies. He is always seeking to learn new languages, patterns and 
technologies to outperform in everything he does and inspire others with his work. 
 
Currently he is working as a Programmer Analyst at GFT IT Consulting  
 
Julie Vial – Cofounder 
Julie’s career has been shaped through different backgrounds, from which she got a 
wide knowledge in various areas.  
 
She was born and grew up in Nice, and lived there until 2004. It was then when she 
decided to move to Spain, with the aim of learning a new language and to get along 
with a different culture.  After a year she went to London, where she lived for six 
years. Once fluent in English, she started working in different areas, from customer 
service, sales executive to Executive Office Manager and Personal Assistant for the 
Director of the Peter Jones Foundation in London. Among other tasks, she organised 
fundraising events for the foundation.   
 
From now on, she aims to dedicate her life towards the reconstruction of a more 
“human” world. Following this idea, at present she is travelling around the world, to 
start building a network for Socialpackers.com. She is getting potential clients that 
run projects in undeveloped countries and meeting other travellers that might be part 
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of Socialpackers.com in the future. 
 
2.3.2 Support team 
Pol Cornudella 
Pol graduated as a journalist at the Universitat Autonoma de Barcelona, in 
Barcelona, Spain. 
 
To add further skills to his curriculum he did an Erasmus program in Florence, Italy, 
where he spent a year and learnt Italian. He then moved to London in the aim of 
being fluent in English and getting in the media industry. Pol worked for five years in 
a film studio in London as a stage manager. This experience enriched him and gave 
him a wide knowledge of the film industry following his passion for photography and 
film. Since January this year, Pol has decided to go and explore the world to get an 
understanding of what is needed in other countries and therefore he is actually in 
charge of starting the network for Socialpackers.com. 
 
Pol's communication and imagery skills will be crucial for Socialpackers.com. 
 
2.4 Ideology 
Our Mission statement is to create a unique marketplace where travellers can track 
their steps around the world and find local projects in the countries they are visiting 
so they can exchange their skills for shelter, food or local help. 
 
Core Values 
 Creating a safe, positive, socially aware universal online platform. 
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 Helping those that want to track their steps around the world to collaborate on 
social projects. 
 Embodying the values of our product; help to build up underdeveloped areas 
with the skills of travellers from around the world. 
 Responsibility, diligence and respect  
 Creating a fun and supportive environment where the employees want to 
grow with the company 
 
Inspiration 
Socialpackers.com is a social network inspired by the current need of travellers to 
get involved in local cultures and take a leading role when helping them to overcome 
their up to date’s downsides, so they can get to know the reality of the society they 
are visiting and get involved with their growth. 
 
We believe that this is the right way to help untapped entrepreneurs from around the 
world (but especially from the third world) to move forward their ideas so they can 
help their communities. At the same time, these local entrepreneurs are the ones 
that have a better understanding of the reality of their country and therefore, are the 
ones that are better positioned to make a real change happen. 
   
2.6 Our Social Impact 
We are a UK based social enterprise: a Community Interest Company (CIC) with a 
purely charitable purpose and driven to create a strong social impact: 
 Providing a wide array of resources free of charge in order to let travellers 
track their past, present and future steps, and local entrepreneurs to move 
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forward their business ideas. 
 Offering a safe and private online environment for users to meet and help 
each other. 
 An eco-friendly approach with a negligible carbon footprint and with a 
dedicated branch designed to create awareness of green/ecological initiatives 
and experiences. 
 Providing small grant support (in future phases) to those willing to be leaders 
in their communities. Socialpackers.com will provide modest crowd-funded 
grant funding to projects in underdeveloped areas. 
 
2.7 Competitive advantage 
As opposed to most charities, Socialpackers.com shifts the focus from the 
charitable organisation to the actual local entrepreneur, empowering them by letting 
them freely post their business ideas in order to find people that might want to join 
forces to bring them to reality. On top of this, travellers can find in the platform a 
unique experience when sharing with their family and friends their adventures 
around the world. The users are central to the company and directly control how 
much they get out of it; whether they are there to just use the platform as a way to 
share their experiences or are using the site to find a real project where to 
collaborate. Other sites have been matching projects and people for years, but these 
do it in exchange of a huge fee that is shared between the local company and the 
websites. We want to break with these fees. Socialpackers.com will be a freemium 
platform, where users will be able to connect and relate with others travellers, and 
also, by paying a small annual fee, will have access to projects lead nearby their 
current position by local entrepreneurs in seek of help. 
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Socialpackers.com provides a platform that in a unique way connects these 
entrepreneurs with people willing to have a more in-depth relationship with the 
country they are visiting. 
  
2.8 SWOT analysis 
Strengths 
 Unique concept. 
 Domain name that synthesise the motto of the company.  
 Experienced HR team. 
 Strong management networking ability. 
 Non-profit appeal that can drive attention of media. 
 Low start-up costs. 
 Wide demographic appeal. 
 
Weaknesses 
 Small start-up team. 
o Put together an additional team of volunteer management and 
workforce members who will donate resources and time to the 
organisation. 
 Need of internet connection to use the platform 
o Create an APP that let users update their information offline, and when 
it is connected to WIFI / Internet, it automatically updates this 
information (Phase 2). 
 Might be difficult to find right balance between projects and “pro-traveller” 
13 
 
users. 
o It will therefore be key to find as much projects as possible through our 
networking managers in order to start creating the necessary booze.  
 Local entrepreneurs might not find the website. 
o We will have to put in place SEO / SEM strategies so people that want 
to create these kinds of projects can find us. 
o Also, we will need to make it easy to create projects so people with 
ideas can start posting their projects even though if they still don’t know 
how the final idea will be. 
o We need to establish a local strategy in each one of the countries our 
networking managers will be visiting, so this person can attract people 
once they have left the country. 
o Press releases, local partnerships with other NPOs and other 
networking events must be taken into account in order to pull these 
users to be part of our community. 
 Need of control for fake job positions. 
o At first, each social work position will be supervised by one of our team 
members so we avoid this kind of job posting. 
o Afterwards, we will be putting in place a confirmation strategy where 
each new user that wants to post a new project has to be verified 
before posting it, so we have all the details of the person that is posting 
it for local authorities’ control, if needed. 
 
Opportunities 
 To become the world’s leading marketplace for social work. 
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 To offer a place where people can track their trips and grow a community with 
mutual passion about travelling. 
 Expansion with network of NPOs. 
 Overtake competition due to the small fee in comparison with high fees of 
other platforms. 
 To connect local entrepreneurs with people willing to help them. 
 
Threats 
 Bad internet connection in some countries. 
 Travellers not using the site because they do not have a computer nearby 
o Foster Mobile platform as a priority. 
 Lack of users’ interest due to few projects posted 
o Key Success Factor is that the networking team finds the early 
adopters that will start making noise on the site. 
 Emerging competitive social awareness sites.  
o Maintain agile development process to allow for rapid iterations 
 Global economic market conditions (people having less to pay for the 
subscription) 
o Create flexible membership plans that allow users to feel comfortable 
at any level of giving and also give a real value for that money invested 
on the platform. 
 
 
2.9 Risk analysis 
The risks we can foresee are the following: 
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- Competitor Action. Competitors making a noticeable dent in our operations, 
through activities which may divert funding from us to them. 
- Commercial issues. Having few entrepreneurs posting offers on the site 
would affect the willingness of travellers to pay for a premium service.  
- Operations. IT services/development disruption or delay. Hacking or IP theft 
will be prevented using encrypted data systems. 
- Staff turnover. Key staff leaving the organisation or pursuing any legal action. 
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Section 3: Business Model 
 
3.1. Client and Market 
In this section we will analyse the attractiveness of the business idea for our potential 
clients and the potential markets that we can eventually tap in. 
 
3.1.1. Main users’ characteristics and trends and segmentation strategy 
Socialpackers.com will try to guarantee a unique space for people travelling for a 
period of time abroad, who will be looking for a place to find others in their same 
situation, but also people that can guarantee a more authentic experience while 
travelling abroad, so they can know the reality of the country visited by doing social 
volunteering and helping while developing the local community. Therefore, there will 
be space for people that has a volunteering position in their project (that might be 
just an idea but also a running project). 
Therefore, the breakdown of the users of our company will be similar to this: 
1) Travellers (known as packers from now on) 
These users will be the ones that will be more common in the platform. They 
will initially be attracted by the fact that they can find others in their same 
situation, travelling or planning to travel abroad. They will be able to interact, 
to comment, to share their tips on the places they have already seen, to 
define their budget for their trip and the different stop over’s that they might 
initially plan to do. 
These users will also be able to apply in social projects that they will be 
finding over the way of their trips. This will allow them to expand their local 
knowledge at the same time they are discovering, learning, and also giving 
back to the society. 
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2) Project owners 
These group of users will be the ones that will decide to post a project in the 
community, so others can apply to take part on it, in exchange of various 
forms of “return”, such as shelter, or food. 
This people will not only be people with projects or ideas, but also people that 
has already started a project but is lacking of an specific type of human 
resource and is willing to give something in exchange to those willing to help. 
 
3) Advertisers. 
This last type of users will be those that want to advertise their services to the 
first group. This group not only includes Non-Profit Organizations but also 
local businesses willing to target packers in our community. For example, 
imagine that a packer is willing to travel to a defined village in Paraguay. He 
will be looking for a place to stay, things to do and when sharing their location, 
local advertisers of this village will find the right channel to get in touch with 
them.  
 
Socialpackers.com considers that any other type of target will be on one of these 
three categories mentioned before. 
3.1.2. Needs to cover for every type of user 
 We have defined objectives that Socialpackers.com has to accomplish as an 
online platform for each one of these groups mentioned in the previous point: 
- Travellers: 
 To attract and retain the highest number possible of this user group. 
 To encourage the sharing of content. 
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 To encourage use of Socialpackers.com’s resource matching service. 
 To later encourage their conversion into socialpackers (premium users 
with access to projects that they can collaborate with). 
- Project owners: 
 To attract and retain the highest number possible of this user group. 
 To foster the creation of local project that might turn out into development 
of the society they life in. 
 To encourage users to provide helpful content to the category of tips. 
 To encourage them to be endorsers of the platform with the local 
community so more and more people might be willing to post their 
projects. 
- Advertisers: 
 To attract and retain the highest number possible of this user group at no 
cost to Socialpackers.com. 
 To help them see Socialpackers.com as a fantastic marketing tool for 
their services. 
 To attract and retain the highest number possible of this user group. 
 To help NPOs see Socialpackers.com as a fantastic fundraising tool and 
to encourage them to use Socialpackers.com paid services to 
accomplish fundraising objectives. 
 To help local businesses see Socialpackers.com as the perfect tool to 
be in touch with those travellers going to their area of reach. 
 
3.1.3. Market: size, characteristics, expected evolution 
After seeing the effects of the credit crunch in the houses of thousands of families in 
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the developed world, the unemployment rate among young population seems 
sharply growing every year, with no solution for those that after years of study are 
joining now the real world. Also, those that have might had the opportunity to join for 
some work experience, might see in front of their eyes the need of travelling abroad 
and living new experiences, and do that with a social mind-set. In our current world, 
it is impossible to understand it without the impact of social media that has changed 
the way we interact and communicate with others. 
 
Everyday more and more we see people immigrating to other countries. Sometimes 
these emigrants do it for pleasure –like the founders of Socialpackers.com-, but 
others might not have the opportunity they have been seeking in their local countries 
and have to look for viable long-term solutions abroad. 
Socialpackers.com will try to attract both types of users, but putting a special 
emphasis on the first group, in order to give both of them an opportunity to develop 
their personal and professional sides while travelling abroad.  
 
Socialpackers.com aims to be an international community of curious people that 
are not afraid of living their lives in the edge, which are wondering to themselves 
what else is out there both, for them and for the world.   
 
3.2. Value Proposition 
Socialpackers.com’s value proposition is “to create a unique marketplace where 
travellers can track their steps around the world and find local projects in the 
countries they are visiting so they can exchange their skills for shelter, food or local 
help.”  
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Socialpackers.com is unique because: 
1) It is a social network meant to serve travellers around the world, so people travelling 
can communicate, find new friends and follow up their own adventures. 
2) Offers social projects that travellers can join in order to take the maximum of their 
experience. 
3) Create their own roadmap of countries they want to visit and the budget they want to 
initially use. 
4) Find tips and tricks of the countries they are visiting. 
3.2.1. Need definition 
This platform is covering a need that even though it has been partially tapped in the 
online world, it has not been provided with an efficient solution, as all the resources 
available today include a huge fee that normally ends up in the accounts of the 
intermediary. Socialpackers.com has been born in order to give a solution to those 
willing to travel and have a more social experience of the reality of the countries they 
are visiting, and therefore, any intermediary is not necessary apart from those 
travelling and those with a specific potential business idea.  
3.2.1.1. Analysis of the general environment 
Nowadays, anyone willing to travel abroad in order to have a more real experience 
while helping the local community, finds themselves with one of the following 
stoppers: 
- They have to pay a fee (normally over 1,000€) to go into a trip to help the 
community. The way this fee is divided remains fuzzy to the eyes of the user. 
- They normally don’t know that much about the local community they are 
going to help. With Socialpackers.com we will put a system where users 
can rate other users, project owners, etc. so the reputation of these is stated 
at any moment. Other packers that have taken part in the project will be able 
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to explain their adventure, and the project owner will explain with as much 
detail as they want about the project. Also, due to the fact that users of the 
platform will be (or planning to) travelling in that precise moment, they will 
have the opportunity to explore on the field about a specific project. 
- Local people with projects normally get charged fees to post their 
projects online. This will change radically with Socialpackers.com as the 
platform will be completely free for these to post as long as they are 
recognized users of the community. 
- People seeking to take part in social projects will look as well for 
complimentary leisure activities. And Socialpackers.com will be there to 
offer them. 
 
Therefore, there is a gap between packers, project owners and local businesses that 
now seems to be difficult to be tapped. With Socialpackers.com there is a solution 
for this, at it will give the perfect marketplace for them to meet and find each other in 
order to create a win-win situation for each one of them, increasing both, the 
individual and common added value of the output. 
3.2.1.2. Key elements of value for the client 
The key elements of value for our users will be that they will be able to find: 
- A way to manage their own budget and roadmap of their trip. 
- Projects that they can collaborate with in the places they are visiting. 
- Tips and tricks of the countries they are travelling to.  
- People with their same passion; travelling and discovering the world. 
- A platform that they will be able to use in order to find free resources of the 
countries they are travelling to. 
22 
 
- This platform will be free of charge and just will require a small subscription 
(1% of rates charged in competitors) in case of willing to take part in social 
projects. This fee will be used to maintain the platform. 
- A way to share with their loved ones the experiences they are living abroad. 
- A way to find local inputs of the places they are visiting. 
 
3.2.2. Sector definition and analysis. 
Socialpackers.com is tapping a service that has not been covered by anyone else 
in the same format before, and therefore, is difficult to identify competition. Having 
said this, there are some competitors that give elementary services that we will try to 
identify in these following lines. Online-wise, we have not been able to identify an 
exact pure player that will serve exactly the needs of travellers as 
Socialpackers.com will do. 
 
3.2.2.1. Competition: identification, characteristics and strategy 
As it has been stated before, there is not in the marketplace any pure substitutive of 
this project and therefore, it is difficult to define who is and who is not a competitor in 
our sector. Therefore, we have listed some possible competitors that in a way or 
another fulfil part of the services that Socialpackers.com is giving. It has to be 
clarified before listing them, though, that any of them has a 100% match on the 
services provided through Socialpackers.com. 
- HelpX. HelpX is an online listing of host organic farms, non-organic farms, 
farm stays, homestays, ranches, lodges, B&Bs, backpacker’s hostels and 
even sailing boats who invite volunteer helpers to stay with them short-term in 
exchange for food and accommodation. 
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- WWOOF organisations link people who want to volunteer on organic farms 
or smallholdings with people who are looking for volunteer help. 
- Workaway.info is a site set up to promote fair exchange between budget 
travellers, language learners or culture seekers and families, individuals or 
organizations who are looking for help with a range of varied and interesting 
activities. It can be found projects like babysitting or wall painting. 
- GlobalFreeloaders.com is an online community, bringing people together to 
offer you free accommodation all over the world. Save money and make new 
friends whilst seeing the world from a local's perspective. 
- Couchsurfing is a global community of 6 million people in more 
than 100,000 cities who share their life, their world, their journey. 
Couchsurfing connects travellers with a global network of people willing to 
share in profound and meaningful ways, making travel a truly social 
experience.  
- Adfrienture is a website that tries to help the user find a travel companion 
when they are looking for one for every kind of trip, whether staying in a city or 
traveling around. 
 
The following table highlights some of the characteristics of these companies that we 
think work in one way, or another, as a substitutive of Socialpackers.com. 
 
Table 1 
     
     
Name  HelpX WWOOF Workaway 
URL  www.helpx.net www.wwoofinternational.org www.workaway.info 
Description  Online listing volunteer Farming volunteering Project volunteering 
Type  Listing page General website Listing page 
Topic  Backpackers listing   Farming projects  General project listing 
Features         
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Landing page   Yes Yes Yes 
Landing page registration form   Yes No Yes 
Landing page clean, modern 
design 
  No Yes No 
Landing page footer, FAQ and info   Yes No No 
Landing page crowdfunding for 
site 
  No No No 
Landing page colour scheme   Blue/White/Yellow Green/White/Black Green/White 
Home page news feed/wall   No No No 
Messaging system   No No Yes/Just with project 
owners 
Events/Calendar   No No No 
Friends list   No No No 
Group creation   No No No 
Photos   No No No 
Videos   No Yes No 
Audio   No No No 
Bookmarked links   Yes No No 
Live text chat   No No No 
Notification system   No No No/not apparent 
Live video chat   No No No 
Live audio chat VOIP   No No No 
Group chat functionality   No No No 
Friend notification of events (ex. 
birthdays) 
  No No No 
Find more tools (friends, 
organisations, etc.) 
  No No No 
Invite a friend   No No No 
Track people or organisations   No No No 
Profile page   No No No 
Customizable profile page   No No No 
Advertising on profile page   No No No 
Customizable ad serving   No No No 
Status update   No No No 
Customizable Personal information   No No Yes 
Customizable privacy settings   No No No 
Profile only shows user's feed   No No No 
Social games   No No No 
Developer support   No No No 
Share on Facebook   Yes Yes Yes 
Multi-language support   No No Yes 
Currency system   No No No 
Group discount system   No No No 
Off-site sharing system   No No No 
Social interaction system   N/A Modern/Very limited Limited 
Several projects   Limited Yes Yes/Low profile 
Variety of topics on Projects   No (farming related) No (farming related) No. Lack of interesting 
        
Charity auctions   No No No 
Mobile applications   No No Yes 
Initial profile building 
guide/recommendations 
  No No No 
Requires FB login   No No No 
Initial “Follow” recommendations   No No No 
Discover Groups/Project/People   Yes Yes Yes 
News feed type for groups   No No No 
On-site fund raising   No No or not apparent Yes 
Points/Rewards/Perks/Star/Rating 
system 
  No No No 
Personal fundraising   No No No 
Select type of user at registration   No No Yes 
Newsletter signup   No No No 
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Join a team as a fundraiser   No No No 
Fundraising goals for projects and 
tracking 
  No No No 
Follow donations   No No No 
Send e-cards   No No No 
Anonymous support   No No No 
Volunteer opportunities   No No No 
General tone   Old but with projects Serious but farming limited Amateur 
Geographical search   No No No 
Professional journalism   No No No 
Stories Integration/functionality   No No No 
Stories presentation and 
integration 
  No No Poor 
Growth projection   Low Average Average 
 
 
 
Table 2 
 
Name  Global Free Loaders Couchsurfing Adfrienture 
URL  www.globalfreeloaders.com www.couchsurfing.org www.adfrienture.com 
Description  Free accommodation Meet people & 
accommodation 
Find friends  
Type  Informational Social network Informational 
Topic  Accommodation abroad Meet people abroad Find travellers and locals 
to stay over 
Features         
Landing page   Yes Yes Yes 
Landing page registration form   No Yes Yes 
Landing page clean, modern 
design 
  No Yes No 
Landing page footer, FAQ and 
info 
  No Yes Yes 
Landing page crowdfunding for 
site 
  Yes No   Yes 
Landing page colour scheme   Black/Blue/White Red/Grey Green/White 
Home page news feed/wall   No Yes No 
Messaging system   Yes Yes   Yes 
Events/Calendar   No Yes No 
Friends list   No Yes No 
Group creation   No No   No 
Photos   No Yes No 
Videos   Yes No   No 
Audio   No No   No 
Bookmarked links   No No   No 
Live text chat   No Yes   No 
Notification system   No Yes No 
Live video chat   No No   No 
Live audio chat VOIP   No No   No 
Group chat functionality   No No   No 
Friend notification of events (ex. 
birthdays) 
  No Yes No 
Find more tools (friends, 
organisations, etc.) 
  No Yes No 
Invite a friend   No Yes No 
Track people or organisations   No Yes No 
Profile page   No Yes No 
Customizable profile page   No Yes No 
Advertising on profile page   No Yes No 
Customizable ad serving   No Yes No 
Status update   No Yes No 
Customizable Personal 
information 
  No Yes No 
Customizable privacy settings   No Yes No 
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Profile only shows user's feed   No Shows user interactions No 
Social games   No No   No 
Developer support   No No   No 
Share on Facebook   No Yes No 
Multi-language support   No No   No 
Currency system   No No   No 
Group discount system   No No   No 
Off-site sharing system   No No   No 
Social interaction system   None Modern  None 
Several projects   No No No 
Variety of topics on Projects   No No   No 
        
Charity auctions   No No No 
Mobile applications   No No   No 
Initial profile building 
guide/recommendations 
  No Yes No 
Requires FB login   No No. Optional   No 
Initial “Follow” recommendations   No No   No 
Discover Groups/Project/People   Yes Yes Yes 
News feed type for groups   No No No 
On-site fund raising   No. Donation No   Donations 
Points/Rewards/Perks/Star/Rating 
system 
  No No   No 
Personal fundraising   No No   No 
Select type of user at registration   No No   No 
Newsletter signup   No No   No 
Join a team as a fundraiser   No No   No 
Fundraising goals for projects 
and tracking 
  No No   No 
Follow donations   No No   No 
Send e-cards   No No   No 
Anonymous support   Yes No   Yes 
Volunteer opportunities   No No   No 
General tone   Amateur Modern / Appealing Amateur 
Geographical search   Yes Yes   Yes 
Professional journalism   No No   No 
Stories Integration/functionality   No Yes/Limited No 
Stories presentation and 
integration 
  No Poor No 
Growth projection   Poor Excellent Poor 
 
3.2.2.2. Suppliers 
The suppliers that we will need will be mainly technology-driven (i.e. server 
providers) and also will be considered suppliers any NPO or organization that will 
take an active part in the platform serving projects to the users.  
3.2.2.3. Substitutes and new entrants 
Even though right now there is not any single direct substitute of this service, we 
expect some new entrants to be willing to enter into this market (especially copy-cats 
in current and other markets) that will try to replicate the business model. Therefore, 
it is important that the brand Socialpackers.com is well recognised and that it can 
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be found by the user easily on internet, and specially that the brand equity and 
reputation is pure and well established both, in the short and long term. 
 
We also understand the need of going mobile, and that is why the technology used in 
the platform (HTML5) is specifically thought to be re-used in a mobile platform in 
phase 2. 
3.2.3. The offering: product/service and the value chain 
The platform will offer a number of services in order to give an added value to the 
user. It will mainly be a place where users will be able to find others like them 
travelling around the world. Additionally, they will be able to find projects where to 
collaborate locally while they are travelling, so they can enrich their experience of the 
country visited. They will also find local inputs of the places they are visiting, both, 
from local advertisers that can offer a service and through tips posted from other 
users.  
On the professional side, it will also give the opportunity for local businesses to 
advertise their services or to be in direct touch with the users in need of their 
services, as well as it will give NPOs an amount of visibility. 
 
3.3. Key Success Factors (KSFs) 
The main KSFs of this project will be: 
- To incentivise locals to post their social projects online. 
- To properly reach the target with an appealing and user-friendly platform. 
- To have the right partnerships in order to properly drive traffic to the site. 
- To become a brand recognised product able to give confidence to its users. 
- To listen and understand its users and quickly react with solutions to their 
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needs. 
- To find a sustainable Business Model, thinking in the long term viability of the 
project. 
- To be able to scale the product to different markets with (possibly) different 
needs. 
- To be able to develop marketing campaigns in order to fund the project. 
- To give an outstanding service to professionals and other NPOs in order to be 
seen as the perfect tool for their needs. 
- To constantly innovate and develop new potential opportunities that might go 
further than the initial project’s objective. 
 
3.3.1. Positioning and differentiation 
As it has been stated before, the positioning of Socialpackers.com is to improve the 
health of the world by developing social empathy and helping people with ideas to 
bring them into reality, while travellers with skills help them to do so in exchange of a 
real local experience. Even though this could be seen as a niche market, more and 
more travellers are looking for a more unique experience while travelling abroad, 
which means they are seeking to discover the reality of the places visited, what can 
only be found while socially helping the local community to develop itself.  
 
This product is differentiated among all its possible competitors (we see them as 
partial-substitutive solutions rather than competitors) as it is giving a global-low cost 
solution for its users, by aggregating in the same place a comfortable and user-
friendly structure that gives the necessary resources and environment in order to 
share their adventures and find social projects to volunteer in. As seen in the point 
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3.2.1.1, the rest of the substitutive solutions cannot offer the same package of 
resources as the one that Socialpackers.com is offering to the users. 
 
3.3.2. Strategy and competitive advantage 
The strategy in the first years will be driven by the fact that our team is travelling 
around the world seeking to find partners to collaborate with us globally and drive 
traffic to our site in order to start generating the necessary buzz to be known among 
the possible users. On top of this, Socialpackers.com has an initial partnership with 
HEC1 (the most well-known business school in France) that will let us advertise in 
their university in order to drive traffic to our site and give our services to their users. 
We are also talking with ESADE (the most well-known business school in Spain) in 
order to extend this same offering to their users. These schools understand the need 
of their students to go abroad and (1) collaborate in social projects to develop their 
leadership skills and (2) to discover different realities in the world. 
On top of these, we also have signed a first deal with a project owner in Guatemala, 
a hotel called Pinocchio, in Atitlan Lake, in order to help them refurbish their 
installations.  
 
The project is not meant to be born for any specific location, as we want to target 
travellers, we assume they speak different languages (or at least English).  
 
The competitive advantages of Socialpackers.com are first, that is a freemium 
aggregator of services that cannot be found nowadays in the market that tries to give 
a solution to a problem that has not been tackled yet by any player and therefore, it 
                                               
1 http://www.hec.edu/  
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has the first-mover advantage (key in this kind of markets where the brand is so 
important) and second, the fact that Socialpackers.com has good contacts that can 
help it to drive traffic to the site before the word-to-mouth and SEO can actually drive 
traffic to this unique site. 
 
3.4. Costs and investment needed 
The project has four initial investors (co-founders) that will add a total sum of £3,000 
to start. This donation is not meant to be used for the payroll of the workers, and this 
is the reason why the two main founders will receive the same percentage of the 
shares of the company, and the two co-founders will receive a smaller percentage, 
as recognition for their effort until a salary might be affordable by the company. Just 
the networking managers will be working full time as they are currently travelling 
around the world seeking for partners on the project side, and the other two partners 
will be devoting part time once the website is live until the project is receiving funds, 
so they can have other sources of income in the short term, which means that the 
company’s sustainability is not compromised. Even though the four partners do not 
have to worry for a short term investment, their challenge is to prove the long term 
sustainable business model in order to get a salary.  
We expect that by month 6, the CTO will be able to join full time the project and 
therefore, receive a salary. For further details, have a look at the finance plan.  
 
3.5 Revenue generating efforts 
- Internal: Integrated donation areas within the site, through which members 
will be able to help out with monetary donations as well as being able to track 
the progress of projects.  
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- Crowdfunding: Set up organisational profiles in various well-known 
crowdfunding sites such as Kickstarter.com and Indiegogo.com to solicit 
funding from the public.  
- Email Fundraising: Solicit membership through email blasts once we have 
collected enough data to set up both an acquisition and an “existing 
members” database. 
- Membership Program: Innovative and socially friendly membership program 
grants different levels of benefits for donations or “perks”. Membership will be 
annual with a renewal being requested every 12 months. Even the smallest 
donation will be considered as granting membership. At the end of year 1, we 
expect to start charging an annual membership fee (around 10€ per year) so 
users will be able to find projects to collaborate with. 
- Advertising on the platform. Revenues coming from local business seeking 
to attract our user-base will also be considered. 
- Corporate and Employee Fundraising: Approach businesses that have a 
focus on social programs generate corporate donation as well as employee 
match programs to get people involved. 
- Major Giving: High profile and non-high profile philanthropists in order to 
secure major gifts. 
- Grants: Apply for numerous government and private grants across the UK, 
the EU and main countries where projects will be found. 
- Awareness Items and Merchandising: A series of merchandising items with 
our logo and mission that will be used as membership benefits as well as 
being on sale for donations to both Socialpackers.com and other NPOs. 
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3.6 Non Profit Integration 
Create symbiotic relationships between Socialpackers.com and other local and 
global NPOs creating an ideal environment for their charities to explain their mission, 
projects and causes as well as to solicit donations. In return, we will be asking 
associated NPO’s to list Socialpackers.com as a beneficial and inspirational 
resource to their members. 
 
3.7 Brand Integration/Sponsorship in Audio-visual Content 
Integrating sponsorship opportunities within our users’ content would ensure a free 
marketing network and would equate to indirect donations from users. 
 
3.8 Funding Forecast 
It is forecasted that the initial funding will be slow for the first few months. We had an 
initial donation of £3,000 that will support our activity for a while, but is our duty to 
find other sources of funding that we have classified in the following points: 
1) Users’ donations through our platform. Users will be able to donate money 
to Socialpackers.com. Specific campaigns will be carried out in order to 
incentivize these donations, but we truly think that the more conscious our 
target group will be about the social good that the platform does, the more 
automatic will be the support to Socialpackers.com. 
2) Crowdfunding campaigns will take place intensively during the first months of 
activity of the company. The list of sites that will be targeted can be found in 
the appendix, but we expect to raise £6,000 in the first year of activity coming 
from this source. 
3) Grants. UK is one of the countries that give away more grants to NPOs and 
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social companies in the world, and therefore this sourcing method will also be 
intensively target in the first year of activity. Taking into account that the 
average grant in UK is around £25,000, we have assumed that we will collect 
£9,000 on the first year coming from this source. 
  Further detail will be found in the Financial Planning section.   
 
3.9 Possible business extensions 
- Sales of corporate advertising on website and events. 
- Sales of corporate membership in order to access user statistics and other 
special services. 
- Sales of white-label software/website packages for closed-circle corporate or 
NPO use. 
3.10 Business Model Summary 
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Section 4: Technology 
 
4.1 Overview 
The technological challenge is to create a multi-channel platform that is intuitive for 
the users, so they can easily find projects that interest them and therefore, increase 
the number of visits to the platform. It also has to give tools of analysis to the project 
owners so they can track the effectiveness of the projects put on the pipeline. 
 
4.2 Initial IT stack and basic features:  
- Server: Initially using a Linux server increasing capacity and features as 
needed. 
- Domains: We have purchased and configured the initial domains. 
- Email: We have created and configured all initial email addresses under 
Socialpackers.com domain. 
- Temporary Landing Page: Socialpackers.com currently points at a landing 
page that we will use to update users as to the progress of development as 
well as to capture information and financial aid from interested parties. We 
have used HTML5, PHP, and MySQL. 
- Blog: We will use a blog to post updates and progress. The blog will be 
available from the initial temporary landing page. 
- Social Network: the core product will be developed using HTML5, PHP, CSS 
and MySQL.  
 
4.3 R&D Artificial Intelligence Algorithms 
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Socialpackers.com objective is to help users and the key to this lays in suggesting 
and recommending other contacts, projects, places, through an automated process. 
However, the key for rapidly expanding the social network lays in our ability to 
empower the community to generate the content and create the tools to evaluate, 
learn and improve results on their own. 
 
Research conducted through gathered data and algorithm technology on how to 
create “project and friends recommendations” provides valid and related advice to 
user queries. While this is a large scale R&D project, the development team will 
begin planning this research from the beginning. 
  
4.4 Language 
The main initial languages will be English and Spanish. In the near future however, 
the system will translate site and user content depending on the users’ language 
preference. The site’s infrastructure will be in multiple languages (menus, policies, 
navigation, etc.) and allow users to see user-generated content languages they 
understand. 
 
4.5 Site structure and features 
- Data streams people's connections, “friends”, relevant resources and 
activities, recommendations, projects, etc. 
- Individual profiles: Profile content will include bios, expected roadmap, 
statuses, budget bar, “friend lists”, walls, media files, integration with other 
services (Google Maps, Twitter, Foursquare, Facebook, etc.) 
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- Project profile: Projects will be created through companies or individuals 
seeking for help and will allow pictures, description, length, desired skills, 
number of spots, and other relevant data to describe the project. 
- Connection Systems: Search engine, tag/keyword/tendency recognition for 
recommendations, suggestions from other members, types of connections, 
etc. 
- Categorizing and Search: Content categorization will occur by 
country/region, status, social preferences, topics of interest, professional 
services, non-profits, etc. 
- Content Feeds: categories, accessibility, user comments, user 
recommendations, tips, etc. 
- Interactive user-generated content: responses, recommendation and 
comment systems, finding similar stories, etc. 
- Messaging Systems: Live group chat for people in the same city, or project, 
or for friends. 
- Advertising: Systems and ad-servers, positioning, integration and relevance, 
user rating or removal system, etc. 
- Resource Positioning: recommendations, pro resources, charities, 
celebrities, maps, related media, events, etc. 
- Membership and Social Fundraising: Membership plans, levels, perks or 
benefits, project fundraising services, crowdfunding opportunities for users, 
etc. 
- Project Library: A database of published projects for research and reference, 
so the user can bookmark projects and the platform can recommend specific 
projects that are similar to these ones. 
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- Tip library: A database of user generated tips for a specific country or region 
so the traveller can use that as a resource. 
 
4.6 Site features and content 
This section will provide an overview of the social network features we are looking 
for.  
- Login and registration. The login and registration page will be the first page 
users will see if they are not already logged in. We are looking for a really 
simple login page with our logo, mission statement, a carrousel of images and 
a brief description of our services (in 2 or 3 text/image boxes) and a 
registration form. We will also have the usual items in the footer including 
Copyright, Blog, About Us, Get Involved, Sitemap (if necessary), Privacy 
Policy, Terms of Service, Contact Us and “How you can help”.  Finally we will 
have a list of the available languages. We will also have a separate link for 
brand page creation or for projects. We will provide users the opportunity of 
using Facebook-Connect to log in.  
- First time profile setup. Here we are aiming to have the users give us some 
basic information so we can a) create their profile and b) start recommending 
people and resources based on their selections. We could also prompt users 
if they would like to define their budget and roadmap at this point or if they 
prefer to do it from their profile page once it has been created. For anonymity 
purposes we won’t require real names, but we will need a first and last name 
field and limit the characters to alphabet and accents/language symbols only. 
First time privacy settings should be available from here too.  
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- Feed page. This is one of the two options to have as a HOME page for the 
users once they log in. Similar to FB this page would be a data stream of 
activity from people's connections, “friends”, relevant resources and activities, 
recommendations, events and anything else they have decided to “follow”. 
The layout will be simple with important links on the left and some basic ad 
serving space for 3 small Facebook style ads that integrate well and are not 
intrusive. 
- Profile Page. This page will be where the user will be able to put their profile 
picture, update its activity, post images, tips, reviews of a particular project 
that they have been carrying on, and define and update their roadmap and 
budget so the platform can recommend activities and projects of the specific 
places that the user is visiting at that precise moment (or that will visit in the 
near future) and also it can be stated what is the available money for the next 
stages of the trip. 
- Connecting people and projects. Users will be able to “friend” other users, 
as well as “follow” and/or “sign up” for projects.  
- Connection Systems. Search engine, tag/keyword/tendency recognition for 
recommendations, suggestions from other members, types of connections, 
etc. We will need social networks algorithms that recommend “friends” 
depending on user content.  
- Content Categorizing and Search. Content categorization will occur by 
region, status, social projects, skills, professional services, non-profits, past 
experiences, etc. Our system will need to categorize content added by users 
so it can make effective recommendations and provide relevant search 
results.  
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- Content Feeds. Content feeds will include categories, accessibility, user 
comments, user recommendations, etc. Content posted by users will be 
categorized and will allow comments from other users 
- Interacting with Stories and other related content. We will offer multiple 
ways to interact with content including responses, recommendation and 
comment systems, finding similar projects, etc.  
- Geo-localization. We will feed users with relevant content happening nearby 
their current situation. This content will start being projects, but will eventually 
be any kind of content, depending on the preferences of the user, such as 
museum activities, parties in the area, etc. 
- Messaging Systems. We will put in place personal messaging, live chat, live 
group chat, site wide notifications, etc.   
- Advertising space. Systems and ad-servers, positioning, integration and 
relevance, user rating or removal system, etc. 
- Tips section. We will create a space where users can put their tips of a 
specific area so other users can easily browse them in order to find secret 
areas or recommended projects.  
- Privacy and Terms and Conditions. These will be clear and easily 
accessible. 
 
4.7 Mobile Technologies 
Mobile Applications will not be developed during the first phase of operation. 
However, we do plan on building a mobile app on various platforms in the future so 
that users can access the site from their smartphones. During this first phase, users 
will be able to easily use the site through the browser of their Smartphones, as it has 
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been programmed using HTML5. In any case the social network site will be built with 
mobile browsing optimization in mind. 
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Group Objective Target Y1 Target Y2 Target Y3 Metric
To attract and retain the highest number possible
To encourage the sharing of content
To encourage use of Social.travel's resource matching service
To later encourage their conversion into Premium users 
To encourage them to pay for the subscription as long as they are travelling
To encourage them write reviews of the projects the collaborate with
To encourage them to post and update projects
To attract and retain the highest number possible
Advertisers To attract and retain the highest number possible 250           2,000           20,000           
Premium' 
Users
Project 
Owners
            500             4,000             40,000 
            500             4,000             40,000 
General 
'Free' Users
      15,000        120,000           600,000 
C
M
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Section 5: Marketing Plan 
 
5.1 Broad Strategy 
The strategy will be based on the use of applicable marketing channels such as 
online, offline, association and partnerships. 
 
5.2 Key Marketing Objectives 
- Attract and retain the highest number of users possible. 
- Establish brand awareness as it relates to the uniqueness of the network. 
- Generate a culture of user generated content within the network. 
- Encourage referrals to the site. 
- Push shared content on to other social media channels. 
- Drive crowdfunding for projects. 
- Chanel private donations to associated projects. 
- Market paid service to NPOs or local business looking to tap into our user 
base. 
 
5.3 User-group Marketing Objectives 
The objectives per type of user can be found in the following table. 
5.4. Marketing Mix 
In this section we will have a closer look to the marketing strategy (Product, Price, 
Placement and Promotion) that we will follow in the first phase. 
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5.4.1. Product/service strategy 
In order to understand the service that is going to be provided, firstly we have to 
understand that Socialpackers.com will have (1) regular users (travellers) and (2) 
NPO’s or local project creators and professionals that will use it. Therefore, in order 
to understand the strategy, we have to do the analysis through each one of the 
targets. 
 
 
Travellers 
This target will be key in order to secure the growth in the long term, as they will 
have a subscription fee to use the platform. The main target to attract in the first 
period of the company will be people that are travelling around the world, and 
therefore have the need to find projects where to collaborate.  In phase two, we will 
extend the target market to people that wants to travel abroad (for a defined or 
undefined period of time). 
 
The service that will be provided will consist on an online site that will let them use 
the features previously described in this business plan. 
  
Project creators and NPOs 
Partnerships will be crucial to attract this target and therefore Socialpackers.com 
will be open to partnerships with social groups and Non-Profits to drive traffic to the 
site. These partnerships will guarantee a presence in the site for these groups and 
this visibility will push our users to their sites, generating a win-win situation. 
However, we understand that the local community must be able to create their own 
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projects and therefore, this will also be crucial for the success of the company, so we 
will put an emphasis on attracting people that has started a project or that wants to 
start a project and is seeking for travellers with the needed resources (knowledge or 
workforce) in exchange of shelter or food or any other resource that might be 
assessed. 
 
As one can understand, there is a trade-off between these two groups and in the 
long term, one cannot be sustained without the other. Socialpackers.com will be the 
door that connects them both.  
5.4.2. Pricing strategy 
Pricing strategy is also defined from year zero.  
Services to travellers will have an annual fee that will be re-used to maintain and 
sustain the growth of the platform (as it is a social business). This fee might vary 
from time to time in order to adjust itself to the current marketing strategy that will 
secure the right balance between travellers and project owners (an unbalanced 
system would be fatal for the company). 
 
On the other hand, services for project owners must be free in order to attract the 
maximum number possible.  
However, there will be a third group that will be local business. These will be able to 
advertise their services so they can provide specific services (transport, restaurants, 
amusement, etc.) to travellers in exchange of a fee. Their services will be posted on 
the feed of the users and also sent through the newsletter, so they can reach a 
targeted user base that is visiting their city in that precise moment (or in the near 
future). 
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5.4.3. Communication strategy 
Online 
1. Social Media:  
 Creation and maintenance of a professional Facebook page (creating a 
strategy to share content updates, projects and media) and running Facebook 
campaigns to attract fans to the page. 
 Creation and maintenance of a Twitter page (creating a strategy to capture 
followers and interact with them via updates and other campaigns). 
 Creation and maintenance of a LinkedIn profile in order to establish a 
presence in the professional community for those travellers seeking for this 
kind of adventure from the professional side. 
 Creation and maintenance of profile pages in other related social media such 
as StumbleUpon, Diggit, Bloomba, etc. 
2. SEO: 
 Creation of a comprehensive SEO (Search Engine Optimization) strategy for 
all sites related to Socialpackers.com (primarily the social network site).  The 
strategy includes (but is not limited to) keyword research and meta-tag 
optimization for every page on the site, content optimization (including links, 
optimal section titles and keywords for all text) for every page, email 
marketing SEO, back-links, etc. 
3. SEM: 
 Creation of a comprehensive Google Adwords strategy in order to optimize 
our Search Engine Marketing on the world’s most used search engine. 
 Creation of a comprehensive Facebook Ads strategy in order to optimize SEM 
on the largest social network in the world. 
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4. Viral: 
 Creation and distribution of viral marketing videos designed to present 
Socialpackers.com services and site with a unique (and not necessarily 
mainstream) spin. 
 Creation and distribution of user generated “call to action” content where we 
ask users to submit content in response to a question/survey/idea for a 
competition or contest. 
5. Press: 
 Creation of a comprehensive online PR strategy designed to provide a 
constant flow of press releases and other information to related online press 
media (mass and specialized). 
6. Audio-visual Media: 
- Creation and maintenance of a YouTube channel designed to provide followers 
with audio-visual content related to Socialpackers.com activities designed to 
create brand awareness, and guide users through the process and site. 
7. Crowdfunding: 
 Creation and maintenance of Socialpackers.com profiles on crowdfunding 
sites such as Crowdrise, IndieGoGo and Kickstarter designed to draw 
attention to Socialpackers.com punctual fundraising activities. 
8. Internal Marketing: 
 Creation of a comprehensive internal email marketing strategy designed to 
keep Socialpackers.com users informed of activities via newsletters and 
other materials.  
9. Sponsorship in Career Choice Orgs: 
 Existing career orientation services, such as creative-choices.co.uk – these 
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organisations are noticeably gearing their marketing toward the online 
sectors, and there is a broad scope for careers service interest within 
Socialpackers.com’s target consumer base. 
 
Offline Tactics 
1. Press: 
 Creation of a comprehensive offline PR strategy designed to provide a 
constant flow of press releases and other information to related print press 
media (mass and specialized). 
 Socialpackers.com personnel will attend events (seminars, conferences, 
etc.) and fundraisers with the objective of growing our contact network. 
 
5.4.4. Channel strategy 
Socialpackers.com will use mainly the online channel as it has been designed to be 
an online platform. Having said this, we have to differentiate among the different 
platforms that the online channel offers, and Socialpackers.com will not only feature 
a state-of-the-art website, but in phase 2 of the project it will also have a Smartphone 
and tablet app that will allow its users to stay connected both, online and mobile. 
 
5.5. Forecasting and sales outlook 
5.5.1 Year 1 Marketing Budget & Costs 
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Marketing channel Marketing Tactic Budget Year 1
Social Media £4,000
SEO £0
SEM £5,000
Viral £0
Press £0
Audio-visual Media £2,000
Crowdfunding £0
Internal Marketing £1,000
Offline Tactics Press £0
Mobile Technologies Mobile Application N/A
Celebrity Support £0
Professional Associations £0
Corporate Partnerships £0
Total Budget £12,000
Online Tactics
Associations 
& 
Partnerships
 
 
5.6 Donations 
Socialpackers.com donations: We will create fund pools earmarked for donations 
in global crisis or emergency situations and also for specific projects so any user can 
collaborate on its development. 
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Section 6: Operations Plan 
 
6.1 Overview 
All revenues derived from fundraising activities, whether private or corporate, will be 
used for the following purposes: 
- Administrative operation of the company. 
- Development and maintenance of the social network. 
- Expansion into new territories. 
- Marketing of services and activities. 
 
6.2. Processes’ identification and classification. Process map 
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6.3. Structural/permanent subcontracting 
Due to the nature of the business, only support contracting is going to be needed 
(servers, domain providers, etc.). An accountant and lawyer’s services might be 
hired in order to outsource administrative tasks.  
 
6.4. Location, physical infrastructure, and “layout” 
Until such time Socialpackers.com can afford to lease office space, all operations, 
staff/department meetings and other business activities will be online-based or in 
physical Barcelona, Spanish addresses. The legal registered address will be based 
in London once the company is founded. 
 
6.5. Material utilization: permanent resources 
The main resource used will be the human resources as we will need to design 
create and market the platform, as well as find the service provider in order to 
allocate this site (servers, etc.). Therefore, the only material that will be needed as a 
permanent resource will be computers (owned by the partners) and therefore, the 
only employee that will need a more demanding computer, will be the programmer. 
 
6.6. Material utilization: transitory resources (consumables) 
No significant transitorily resources will be needed. 
 
6.7. Stocks 
Due to the nature of the business, no stocks are needed of any product, as the 
business will be providing a service instead. 
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6.8. Delivery times 
The services provided by Socialpackers.com will be delivered straight to the users 
as it is an online service. The only major delivery time that could be significant could 
be the time in between a user makes a donation to one of the projects (that will 
follow the standard delivery periods as any other donation). 
 
6.9. Investment and launching costs 
Our business will be set up 
as a Community Interest 
Company and we have 
decided to do personally all 
the paperwork-related 
processes, and therefore will 
take care of the Business and 
Domain Registration.  
 
In addition to that, and due to 
the fact that we do not need 
to have a physical office, we 
are using one personal 
address in the UK as our 
registered office space.  
 
 
Setting up the business
Accountant's fees -£                                     
Business and Domain Reg 100,00£                                
Costs of registering business 300,00£                                
Licences -£                                     
Workers compensation -£                                     
Setting up the premises
Use of Law yers off ice as Reg Office
Fitout -£                                     
Utility bonds and connection -£                                     
Stationery and off ice supplies -£                                     
Plant and equipment
Equipment -£                                     
Vehicles -£                                     
Telecommunications -£                                     
Computers and softw are -£                                     
Starting operations
Advertising and promotion -£                                     
Raw  materials and supplies -£                                     
Working capital -£                                     
Start-up capital
Equity investment 3.000,00£                             
Borrow ings -£                                     
Total 3.000,00£                             
The result
Total set-up costs 400,00£                                
Surplus funds 2.600,00£                             
Borrow ings required 0
Set-up costs
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These two costs mentioned (registering the company and buying the domain) are the 
only ones we have to incur in order to start the business. They sum up £400. 
Additionally, the founding team has agreed to invest up to £3,000 to fund the 
company, so it has enough liquidity to survive. 
 
6.10. Operating costs 
The operating costs in this company are insignificant, as it has been stated before, 
as we will be in the online business and we will be offering a service and therefore, 
any stock control will be needed. 
 
6.11 Research and Development 
As discussed in the Technology, R&D efforts will revolve around tech development 
(AI systems) and modern social media technology. We will be working with 
developers year round to create and implement R&D strategies. 
 
6.12 Expansion 
While Socialpackers.com operations will be focused in fostering the creation of 
projects in underdeveloped countries, we will also be trying to attract travellers from 
developed countries (Anglo-Saxon mainly, as they are the community that are more 
used to do trips around the world). In phase 2, expansion strategies are being 
planned from the beginning. International global reach is a key objective and the plan 
will revolve around multi-lingual support, cultural adaptation and controlled speed of 
growth. 
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6.13 Seeding 
We will be looking at various user-seeding options for the launch of the social 
network. The goal will be to keep a private beta site operating until we reach 1000 
active profiles (initial seeds). We will acquire these seeds via networking, 
partnerships involving member participation or database access, initial start-up 
marketing spend, crowdfunding sites and online social networking. In this phase we 
will also analyse what is the right balance of the site regarding projects and 
travellers, so we can better serve our market. 
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Section 7: Management and Organization 
 
7.1 Organisational chart 
As the business grows this structure will need to change both in terms of needing to 
enable the next stage of growth and to accommodate new roles and responsibilities.  
At the moment of the foundation, only three roles will be needed; 1 technical profile, 
1 person dedicated to networking and fundraising and 1 person focused on 
marketing, finance, management and human resources. 
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7.2 Management 
Socialpackers.com is supported by a number of volunteers, but the core 
management team in place ensures that the operation is running in a structured, 
effective and efficient manner. This management team covers all critical aspects of 
the organisation: marketing, public relations, fundraising, information technology, 
finance, legal and human resources.  The team has years of experience in all these 
areas and has provided a solid balance of skills to turn this ambitious project into a 
reality. 
  
7.4 Advisory Board  
Available upon request 
 
7.5 HR policies: selection, management, compensation 
The forecast for the next years does not take into account new people in the core 
team, until the project is expected to be mainstream. As it has been mentioned, the 
project will constantly ask for help of volunteers and interns in order to make it grow. 
The compensation will be studied in each case, but in UK, it is normal that the 
volunteers and interns get a meal-plan or transport plan for taking part in the project. 
 
7.6 Governance structure 
Decision-making process will be carried out through vote among the three partners 
of the company. The CEO and the CTO will have 2/5 of the company each, and the 
network manager will have 1/5 of the total equity of the company, which means that 
always will be reach a majority in any decision. 
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Section 8: Financials 
 
Some premises before analysing the Finance Plan should be taken into account: 
 We want to finance growth mainly through cash flow and therefore we 
recognize that this means we will have to grow more slowly than we might 
like. 
 We have measured the time and effort needed by each of the co-founders 
and we have decided that just the CTO will be in payroll from the 6 th month, 
as is the only one that needs full dedication to the project. The other people 
have other sources of income and will not receive any wages, but will receive 
equity from the company. 
 The company expects to receive £6,000 on Crowdfunding campaigns and 
£9,000 in grants, during the first year. 
 The company’s creation expenses will be taken care by the founder team and 
these will put on the company an aggregate of at least £3,000€ to make the 
company run for at least 6 months. 
 As it is a Community Interest Company, we are not worried that the ROI is 
low, as we understand that the mission of our company goes further this 
return and we make an emphasis on the Return on Society of our actions. 
 
8.1. Financial hypotheses/assumptions 
The key underlying assumptions are: 
 We assume a slow-growth economy, without major recession in our target 
countries. 
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Sales
Sales (invoiced) 3,020.00£        38,020.00£      284,239.50£     
Cost of goods sold -£                -£                -£                  
Gross profit 3,020.00£        38,020.00£      284,239.50£     
Other Income
Users' and Private Donations 331.00£           7,433.27£        31,805.16£       
Crowdfunding 6,000.00£        -£                -£                  
Grants 9,000.00£        -£                -£                  
Total 15,331.00£      7,433.27£        31,805.16£       
Expenses
Domain & Server 360.00£           720.00£           1,440.00£         
Advertising 7,000.00£        18,380.00£      148,140.74£     
Bank charges -£                -£                -£                  
Bank interest -£                -£                -£                  
Depreciation -£                -£                -£                  
Electricity and gas -£                -£                -£                  
Equipment hire/lease -£                -£                -£                  
Insurance -£                -£                -£                  
Legal fees 360.00£           360.00£           360.00£            
Motor vehicle expenses -£                -£                -£                  
Postage, telephone and fax 360.00£           360.00£           360.00£            
Stationery -£                -£                -£                  
Rent -£                -£                -£                  
Repairs and maintenance -£                -£                -£                  
Security -£                -£                -£                  
Sundries 120.00£           120.00£           120.00£            
Superannuation -£                -£                -£                  
Transport/courier costs -£                -£                -£                  
Wages 7,000.00£        16,000.00£      116,000.00£     
Workers compensation (Interns) 1,540.00£        3,850.00£        11,880.00£       
Total 16,740.00£      39,790.00£      278,300.74£     
Result
Net profit 1,611.00£        5,663.27£        37,743.92£       
Taxes (35%) 563.85£           1,982.14£        13,210.37£       
Net Income 1,047.15£        3,681.12£        24,533.55£       
Profit and loss forecast Year 1 Year 2 Year 3
 We assume of course that there are no unforeseen changes in technology to 
make equipment immediately obsolete. 
 
8.2. Pro forma income statements 
 The income statement 
summary that can be seen in 
the following table shows the 
summary of the three year 
forecast for 
Socialpackers.com Profit 
and Loss. 
We expect the first two years 
to have tight results with 
positive results (have a look 
at the sensitivity analysis for 
more details) that in any case 
will be supported by the 
equity. On the third year of 
activity, the company expects 
to have sustainable growth 
due to the brand expected to 
be known in the main markets (UK, USA and Australia).  
Due to the social nature of the project, this positive profit will be reinvested in the 
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company by increasing the number of workers in payroll and reinvesting in 
processes or in new projects that can be attractive from the social point of view.  
Employees’ policy 
The company expects to hire two interns starting on the 6th month of activity and 
have the CTO on payroll. From the 5th month of the 2nd year, we intend to have a 
third intern being hired (if the economy allows us) and then, by the end of the year, 
include a 2nd person in payroll and another intern. At the end of the second year, we 
expect to have two full time workers in payroll, two people paid through equity, and 
four interns, in the project. During the third year we intend to grow until 11 interns 
and 9 people employed full time.  
In the following pages, there is a detailed finance forecast for further analysis  
Year 1 
In year 1 of activity, we expect some fixed costs during the year: 
- Domain & Servers for a total sum of £360. 
- Legal fees for a yearly sum of £360. 
- Phone and other expenses for a sum of £360. 
- Sundries or miscellaneous items of around £120. 
- A marketing budget of £7,000. 
- Wages for workers and interns of about £8,500. 
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Also, we expect to receive £15,000 in grants and crowdfunding. Taking into account 
that the average grant in the UK it’s about £20,000 we just need to be on the 
average in order to receive the targeted amount. 
We also expect to receive during the first year around 260 users that decide to 
become full members and around £300 of income coming through advertisement of 
other companies. 
At the end of the year, we expect to have a positive result of around 53%, mainly 
driven by extra incomes such as crowdfunding and grants campaigns, with a net 
income of around £1,000. 
Year 2 
During the second year we expect an important growth of the user base that decides 
to become a full member from 300 on the first year to a 3,800 on this second year. 
We have assumed that the global effect of marketing campaigns, viral popularity and 
membership renewal, will have a total impact of around 20% monthly increase. Also, 
we expect that growth in users will also drive more companies to advertise in the 
platform, growing around 30% per month. 
This growth will be driven by a sustained mix on improvement and development of 
the site and mobile apps, advertising campaigns (that will be growing during the year 
from a 5% ratio to a 20% ratio on the more intense months of the year), and other 
expenses like domains and servers (that will sum up to £720), legal fees, phone and 
other expenses for a total value of £840. 
 
59 
 
By the end of this year, we expect to have reached a positive result of around 15% of 
net profit margin, with a total net income of more than £3,500. It is also crucial to 
achieve to grow up the number of people working in the company so further growth 
can follow in the third year.  
Year 3 
During this third year, we expect to increase the full member user base to 28,000 
users while making a real deployment on the investment that the company will do on 
marketing and new employees. Also, it will be expected a considerable increase on 
companies advertising on the platform by that year, due to the considerable user 
base that the platform will have by then. 
Marketing will grow 20% monthly during the first 6 months of the year and will end up 
growing 25% during the last 6 months when we expect that the company will get into 
a growth dynamic as it will be a referent in the sector. 
It is important to state that during this year, we expect a considerable growth in the 
number of employees (both intern but also full time employees) that will be the base 
of the growth on both, marketing expenses and user base. 
By the end of the year, we expect the company to have growth considerably and 
have a remarkable positive result, with around 13% of net profit margin and a net 
income of around £25,000. 
Additionally, find the summary of the financial data sheets on the following three 
pages. 
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8.3. Pro forma cash flow 
In the Cash Flow forecast, we have tried to analyse what are going to be the 
monetary requirements of the project during the three first years, and if we will need 
to ask for punctual loans to the bank in order to have a positive cash flow at any 
moment. 
Under the assumed scenario, we will not need this option, what gives to the project a 
certain independency against possible external investors. 
The following graph shows the expected cash flow for the next three years of activity. 
One can see that the period where the cash flow is lower is during the second year, 
where we might have some struggles without an increase of capital due to the 
expansion plans of the company as new salaries and marketing efforts are going to 
be required in order to sustain the long term growth. As we will see in the sensibility 
analysis, it is possible that we will have to ask for a short term loan to have a positive 
cash flow. 
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The following tables sum up the Cash Flow analysis that has been carried out. 
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Assets Assets Assets
Current assets 18,351.00£    Current assets 45,453.27£  Current assets 316,044.66£  
Cash 18,351.00£    Cash 45,453.27£  Cash 316,044.66£  
Petty cash Petty cash Petty cash 
Accounts receivable Accounts receivable Accounts receivable 
Stock -£              Stock -£           Stock -£             
Short-term investment -£              Short-term investment -£           Short-term investment -£             
Prepaid expenses -£              Prepaid expenses -£           Prepaid expenses -£             
Long-term investment -£              Long-term investment -£           Long-term investment -£             
Fixed assets -£              Fixed assets -£           Fixed assets -£             
Land -£              Land -£           Land -£             
Buildings -£              Buildings -£           Buildings -£             
Improvements -£              Improvements -£           Improvements -£             
Equipment -£              Equipment -£           Equipment -£             
Furniture -£              Furniture -£           Furniture -£             
Motor/vehicles -£              Motor/vehicles -£           Motor/vehicles -£             
Total assets 18,351.00£    Total assets 45,453.27£  Total assets 316,044.66£  
Liabilities Liabilities Liabilities
Current liabilities 16,740.00£    Current liabilities 39,790.00£  Current liabilities 278,300.74£  
Accounts payable 8,200.00£      Accounts payable 19,940.00£  Accounts payable 150,420.74£  
Interest payable -£              Interest payable -£           Interest payable -£             
Taxes payable -£              Taxes payable -£           Taxes payable -£             
Income tax -£              Income tax -£           Income tax -£             
Sales tax -£              Sales tax -£           Sales tax -£             
Payroll accrual 8,540.00£      Payroll accrual 19,850.00£  Payroll accrual 127,880.00£  
Long-term liabilities -£              Long-term liabilities -£           Long-term liabilities -£             
Borrowings -£              Borrowings -£           Borrowings -£             
Total liabilities 16,740.00£    Total liabilities 39,790.00£  Total liabilities 278,300.74£  
Net assets 1,611.00£      Net assets 5,663.27£   Net assets 37,743.92£   
Owner's equity  Owner's equity  Owner's equity  
Retained earnings -£              Retained earnings 0.00-£          Retained earnings -£             
Current year earnings 1,611.00£      Current year earnings 5,663.27£   Current year earnings 37,743.92£   
Total equity (should equal net assets) 1,611.00£      Total equity (should equal net assets) 5,663.27£   Total equity (should equal net assets) 37,743.92£   
Balance sheet forecast 
As at December Year 3
Balance sheet forecast Balance sheet forecast 
As at December Year 1 As at December Year 2
8.4. Pro forma balance sheet 
The balance sheets for the three years are showed in the following figure. 
These confirm the data that has been shown in the previous points. During the first 
two years we expect little cash growth, as almost all the income generated during 
this first phase of the company will be reinvested in the long term growth (mainly in 
new hires and marketing). It is in the third year, that we expect to reap the fruits of 
the first two years.  
 
8.5. Project financing: needs and sources 
Despite knowing that this decision will decelerate the growth of the company, we do 
not want to depend on investors to enter into this project as the main goal of it is to 
be a social project and therefore, we do not want to introduce economical values on 
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Pessimistic 
Scenario -15% 
Sales
Original Scenario
Optimistic 
Scenario +15% 
Sales
Pessimistic 
Scenario -15% 
Sales
Original Scenario
Optimistic 
Scenario +15% 
Sales
Pessimistic 
Scenario -15% 
Sales
Original Scenario
Optimistic 
Scenario +15% 
Sales
Sales
Sales (invoiced) 2,567.00£           3,020.00£           3,473.00£           32,317.00£         38,020.00£         43,723.00£         122,400.00£         144,000.00£         165,600.00£         
Cost of goods sold -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Gross profit 2,567.00£           3,020.00£           3,473.00£           32,317.00£         38,020.00£         43,723.00£         122,400.00£         144,000.00£         165,600.00£         
Other Income -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       
Users' and Private Donations 281.35£               331.00£               380.65£               6,318.28£           7,433.27£           8,548.26£           65,181.25£           76,683.83£           88,186.40£           
Crowdfunding 5,100.00£           6,000.00£           6,900.00£           -£                     -£                     -£                     -£                       -£                       -£                       
Grants 7,650.00£           9,000.00£           10,350.00£         -£                     -£                     -£                     -£                       -£                       -£                       
Total 13,031.35£         15,331.00£         17,630.65£         6,318.28£           7,433.27£           8,548.26£           65,181.25£           76,683.83£           88,186.40£           
Expenses -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       
Accounting fees 360.00£               360.00£               360.00£               720.00£               720.00£               720.00£               720.00£                 720.00£                 720.00£                 
Advertising 7,000.00£           7,000.00£           7,000.00£           18,380.00£         18,380.00£         18,380.00£         100,000.00£         100,000.00£         100,000.00£         
Bank charges -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Bank interest -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Depreciation -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Electricity and gas -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Equipment hire/lease -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Insurance -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Legal fees 360.00£               360.00£               360.00£               360.00£               360.00£               360.00£               1,000.00£             1,000.00£             1,000.00£             
Motor vehicle expenses -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Postage, telephone and fax 360.00£               360.00£               360.00£               360.00£               360.00£               360.00£               360.00£                 360.00£                 360.00£                 
Stationery -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Rent -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Repairs and maintenance -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Security -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Sundries 120.00£               120.00£               120.00£               120.00£               120.00£               120.00£               120.00£                 120.00£                 120.00£                 
Superannuation -£                     -£                     -£                     -£                     -£                     -£                     -£                       -£                       -£                       
Transport/courier costs -£                     -£                     -£                     -£                     -£                     -£                     360.00£                 360.00£                 360.00£                 
Wages 7,000.00£           7,000.00£           7,000.00£           16,000.00£         16,000.00£         16,000.00£         60,000.00£           60,000.00£           60,000.00£           
Workers compensation (Interns) 1,540.00£           1,540.00£           1,540.00£           3,850.00£           3,850.00£           3,850.00£           11,880.00£           11,880.00£           11,880.00£           
Total 16,740.00£         16,740.00£         16,740.00£         39,790.00£         39,790.00£         39,790.00£         174,440.00£         174,440.00£         174,440.00£         
Result
Net profit 1,141.65-£           1,611.00£           4,363.65£           1,154.72-£           5,663.27£           12,481.26£         13,141.25£           37,743.92£           79,346.40£           
Taxes (35%) 563.85£               1,527.28£           1,982.14£           4,368.44£           4,599.44£             13,210.37£           27,771.24£           
Net Income 1,141.65-£           1,047.15£           2,836.37£           1,154.72-£           3,681.12£           8,112.82£           8,541.81£             24,533.55£           51,575.16£           
Year 1 Year 2 Year 3
Profit and loss forecast
it that might go far beyond auto-sustainability. 
8.6. Sensitivity analysis 
 The following table contains the sensibility analysis that has been carried out with a 
pessimistic and optimistic scenario of +-15% of the sales forecasted in the first case. 
This two new scenarios allow us to understand that the variability of the profits, even 
though is significant, does not have a huge impact in the long term viability of the 
project. Note that in this analysis, the costs remain fixed while the income varies for 
each scenario. 
Having said this, it is important to understand that there is a real risk that in the first 
and second year that we cross the red numbers with a possible variability of 15% of 
the estimations. If this would be the case, a capital increase would be held by the 
stockholders. 
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 Section 9: Legal Aspects 
 
9.1. Legal form and structure 
Community Interest Companies (CICs) are limited companies, with special additional 
features, created for the use of people who want to conduct a business or other 
activity for community benefit, and not purely for private advantage. 
 
This is achieved by a "community interest test" and "asset lock", which ensures that 
the CIC is established for community purposes and both, assets and profits, are 
dedicated to these purposes. Registration of a company as a CIC has to be 
approved by the Regulator who also has a continuing monitoring and enforcement 
role.  
 
The asset lock refers to transfer of assets which must satisfy one of the following 
requirements: 
 It is made at market value so that the CIC retains the value 
 It is made to another asset-locked body (CIC or charity) 
 It is made for the benefit of the community 
 
There is also a dividend cap per share: 
 The limit for shares issued on or after 6 April 2010 is 20% of the paid-up value 
of the share. 
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 The maximum aggregate dividend limits the total dividend declared in terms of 
the profits available for distribution. Currently the limit is 35% of distributable 
profits. 
 Unused dividends can be carried forward to 5 years. 
9.2. Intellectual and industrial property 
Socialpackers.com’s logo and domain name (www.Socialpackers.com) are 
registered and are property of Socialpackers CIC.  
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Section 10: Critical risks and contingency plans 
 
Due to the nature of the business, a first mover proposition contains both elements of 
technical and commercial risk as well being subject to changing macro environment 
effects outside of the business’ control. These are described and evaluated in turn to 
provide a candid and complete proposition to investors.  
Technology:  
- In a technology-driven sector, it is really important to be on the state-of-the-art 
curve when developing new software and solutions for our users, and 
therefore, the technical part of the company has to have a user orientation in 
order to understand their needs and propose solutions to them. 
o Observations: The team has a background in online marketing and 
preparation to understand the customer needs. 
- Resources are key, and at the moment of writing this Business Plan our 
resources are limited. Technically speaking, we can compete directly with the 
current players of this market and we are convinced that our unique selling 
proposition can easily overtake the competitors.  
Marketing:  
- Networking to secure new and fresh projects to be posted on the site will be 
the one of (if not) the most important activities for the company to drive 
travellers to register. It will bring the necessary partnerships with the industry 
players in order to promote and drive traffic to the site. If this task is not 
performed properly, the success of the company might be compromised. 
o The Networking manager has several years of knowledge and 
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experience on the field and can outperform on this. Moreover, she is 
currently travelling around the world gathering the necessary contacts 
to start bumping the site once the platform is ready. 
- Brand equity is extremely important. Maybe the most important thing that the 
Marketing department will be dealing with and a halo of trustiness must 
surround it. No false steps can be taken on it. 
Product use:  
- Users need to understand that all the information provided is (and will always 
be) theirs. Unlike other social networks, the user can decide who does have 
access to their information.   
o Communication and trustiness of the site are key to overcome this. 
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Section 11: Company growth and business development strategy 
Our plans to grow the business come from three different ways: 
1) Scalability of the product. The design and functionality of 
Socialpackers.com and its versatility allows us to quickly scale and expand 
the product to different territories of the world and therefore, new markets will 
be attacked as soon as the product gets sustainable in the test market.  
2) New Product Development. We are constantly thinking about new products 
that can help people all around the globe and these could be supported by the 
group, once the first product is strong enough. 
3) Radical Innovations. We also foresee other needs in other areas that might 
go further our current target and our current technology. These opportunities 
will be tapped as soon as we can dedicate resources to them. 
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Section 12: Conclusions.  
 
5 facts to succeed. 
 
1. We aim to create a community that empowers itself to change the world while 
travelling, going further than just visiting the country and help our users to 
immerse themselves into the reality of those living in that society. 
Socialpackers.com is a social enterprise with the goal to put in touch 
travellers with other travellers and locals so they can both have a more 
meaningful experience. 
2. It is imperative that first, we attract a community of people that likes to travel 
in order to secondly attract a critical mass of project owners (also known as 
local entrepreneurs) that will be able to post their projects online so these two 
players can meet, interact and help each other to fulfil their needs. We 
believe this is the right order to start doing serious social business. 
3. There are competitors out there that have seen an opportunity in this market, 
but they are tackling it from an opposite perspective than our project; by 
becoming simple intermediaries and charging the travellers with huge fees to 
help locals. We do believe there is much more value to be attracted by 
simply erasing these fees and making a simple, sharing-oriented 
platform. 
4. Our platform is thought to be consumed on the go and therefore, we will put a 
lot of emphasis in phase 2 to make a mobile platform that is appealing for the 
user. We believe there are massive revenue streams’ opportunities 
coming from mobile and Socialpackers.com can be the perfect platform 
to do so. 
5. We have a balanced team that can (1) tackle any business need that we 
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might have, (2) look for business opportunities out there, (3) take care of the 
technical side of the platform and make a state-of-the-art platform that keeps 
us being on the edge of technology and (4) put the message out there and 
find the right partners anywhere in the world. Be believe the key to succeed 
is networking, networking and networking; make everyone know about 
us. 
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Section 13: Appendices 
 
